MEASURING USER-CREATED CONTENT: IMPLICATIONS FOR THE "ICT ACCESS AND USE BY HOUSEHOLDS AND INDIVIDUALS" SURVEYS Introduction
This paper is presented for the information of WPIIS delegates to provide the basis for discussion on measurement work emerging in member countries on Internet-based User-Created Content (UCC); also referred to as User-Generated Content. The paper sets out to:
• Note that User-Created Content is emerging as a significant area of economic and social activity worthy of consideration for official measurement.
• Present examples of the UCC data that are currently being collected by several OECD member countries.
• Present selected examples of non-official sources of UCC data.
• Present the questions that are currently included in OECD member countries "ICT access and use by Households/Individuals" surveys.
• Consult with delegates on capturing information on UCC through "ICT access and use by households and individuals" surveys.
This paper complements a study on UCC by the Working Party on the Information Economy [DSTI/ICCP/IE(2006)7/FINAL], which pointed to the lack of available official data on the topic and called for co-operation among national statistical offices (see Annex 1 for a summary of the main conclusions of this study). What is User-Created Content (UCC)? UCC includes various forms of written, audio, visual and combined media created by Internet users. UCC, also referred to as "User-Generated" Content is defined by Wikipedia, itself a source of UCC, as "…on-line content that is produced by users of websites as 1. This study is part of a series on Digital Broadband Content in the WPIE Programme of Work. The study is divided into six parts: the first part defines UCC, the second and third parts identify the key drivers of UCC, the fourth part analyses associated "value" chains and new business models, the fifth part examines its social and economic impacts, and the final part analyses opportunities and challenges for users, businesses and government. opposed to traditional media producers such as broadcasters and production companies. It reflects the democratisation of media production through new technologies that are accessible and affordable. These include digital video, blogging, podcasting, mobile phone photography and, of course, wikis. Prominent examples of websites based on User-Generated Content include Flickr, Friends Reunited, eBay, indymedia, FourDocs, YouTube and Wikipedia. The advent of User-Generated Content marks a shift among media organisations from creating online content to creating the facilities and framework for nonmedia professionals (i.e. "ordinary people") to publish their own content in prominent places."
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The four drivers of UCC are:
1. Technological (e.g. more widespread broadband uptake, new web technologies which facilitate the posting, rating and aggregation of data).
2. Social (e.g. demographic factors, attitudes towards privacy).
3. Economic (e.g. the increased commercial involvement of Internet and media firms in the hosting of UCC).
4. Legal (e.g. the rise of more flexible licensing schemes).
User-Created Content is a phenomenon with major social implications. Changes in the way users produce, distribute, access and re-use information and entertainment give rise to: increased user autonomy; increased participation, increased diversity and increased creativity. UCC also provides citizens with improved ICT skills. As an open platform, UCC increases the free flow of information and freedom of expression, as well as enriching political and societal debates and broadening diversity of opinion.
User-Created Content has also emerged as an important area of economic activity. UCC is redefining the role of those industries that traditionally supply content. Some major media and Internet companies have been quick to see the potential financial opportunities of Web 2.0, as indicated by the recent acquisitions of: YouTube by Google for USD 1.65 billion (2006); and MySpace by News Corporation for USD 850 million (2005) . 4 In 2006, Mixi, a Japanese social networking site, and openBC (renamed Xing), a German business social networking site, were listed on stock exchanges. Different business models have emerged for UCC, some of which are based on: advertising, voluntary contributions or charging viewers for services.
Finally, UCC raises a host of new policy questions. 5 Apart from standard policy issues such as ensuring widespread broadband access and innovation, questions are emerging around whether and how governments should support UCC. It is important, for example, to maintain a competitive playing field among UCC hosting companies. Other policy issues of concern relate to intellectual property rights, content quality and accuracy, issues surrounding privacy and identity theft, and regulatory questions arising from the increasing prevalence of virtual worlds.
In order to make informed policy recommendations regarding UCC, official data is necessary. However, there is a lack of internationally comparable data on UCC from national statistical sources, and of knowledge on changing usage habits. As a result, it is often hard to accurately assess the statistical, economic, and societal effects of UCC and to devise appropriate policies.
WPIIS is the ideal place to explore how to best undertake the measurement and collection of official UCC data.
At this time only a limited number of countries collect some data on UCC: Japan, Korea and the countries covered by EUROSTAT. The following sections present information on this measurement work and examples of data collected.
Data on UCC by National Statistical Offices and EUROSTAT

Japan
The Japanese Ministry of Internal Affairs and Communications (MIC) conducts the "Communications Usage Trend Survey for Households". This survey collects information on Internet usage by type of activity. Four variables in the list of Internet-related activities can be considered UCC: Bulletin boards (BBS)/Chat rooms 6 , Weblogs (blogs) 7 , Social Networking services (SNSs) 8 and File transfer (including peer-to-peer and FTP). See Annex 2 for the question used in the Japanese survey.
At the time of writing this document, only data for Blogs and Social Networking services 9 were publicly available. 
Korea
The National Internet Development Agency of Korea (NIDA) conducts the "Survey on the Computer and Internet Use" which surveys households and individuals. Like the Japanese survey, this survey also collects some information on Internet usage by type of activity. Two variables in the list of Internet-related activities can be considered UCC: Social Networking (Online community) and Managing Homepage, which is further broken down into: Personal homepage and mini-homepage/blog. See Annex 2 for the question used in the Korean survey. 
EUROSTAT
EUROSTAT collects some data on UCC in its module on e-skills in the "Community survey on ICT usage in Households and by Individuals". In the e-skills module, data is collected on the number of individuals that carry out certain Internet-related activities. Three variables in the Internet-related activities question can be considered information on UCC: individuals who have posted messages to chat rooms, newsgroups or an online discussion forum; individuals who have used peer-to-peer file sharing for exchanging movies or music; and individuals who have created a web page. See Annex 2 for the question used in the e-skills module of the EUROSTAT survey.
The following graphs are based on data from this module. On average 32% of all 16 to 74 year olds with access to Internet had posted messages to chat rooms, newsgroups or online discussion forums in 2006 ( Figure 5 ). Italy leads with 54% of individuals posting messages to chat rooms, newsrooms or discussion rooms.
On average 19% of all European Internet users use peer-to-peer file sharing. Spain leads with 31% of all individuals having used peer-to-peer file sharing for exchanging movies, music, etc.
Seventeen per cent of all European Internet users have created web pages. Iceland leads with highest percentage of individuals who have created web pages (31%).
Sixteen to 24 year olds produce the most UCC ( Figure 6 ). The per cent of 16 to 24 year olds, with access to Internet, that posted messages to chat rooms, newsgroups or online discussion forums in 2006 ranged from 22% (Ireland) to 75% (Luxembourg). Peer-to-peer file sharing among 16 to 24 year olds in 2006 ranged from 11% (Czech Republic) to 60% (Norway). Web page creation among Internet users was also higher in this age group, with data ranging from 10% (Ireland) to 58% (Iceland). N e t h e r l a n d s F i n l a n d A u s t r i a S w e d e n F r a n c e I t a l y P o l a n d 
Non-official sources of UCC data
The private sector can generate UCC data by monitoring Internet traffic and tracking the online activities of Internet users. These data can be tracked in real-time, making the data timely. Adding the above categories to the Internet activity question would allow for the collection of basic data on UCC, without increasing the response burden.
Collecting information on UCC in the "ICT access and use by Households/Individuals" surveys would allow data on these variables to be linked with other variables from the same survey, which would allow users to establish relationships among variables. This cannot be done with non-official sources of data.
Although certain elements of UCC have been documented in this paper, and in the above example Internet activity question, it is important to bear in mind that this phenomenon is evolving rapidly. As a result, UCC may provide challenges for measurement and some terms may not be readily known or understood by users. For example, policy makers may be interested in measuring what percentage of UCC is constituted by "mashups". Mashups have been described as a "genre of interactive Web applications that draw upon content retrieved from external data sources to create entirely new and innovative services." 10 They are basically a cocktail of content or services from other sources -sometimes with additional UCC thrown into the mix.
Annex 2 presents the questions with UCC content in the national surveys of Japan and Korea and in the EUROSTAT survey.
Annex 3 presents additional UCC questions that could be considered for inclusion in the "ICT access and use by Households/Individuals" surveys. 
ANNEX 1: SUMMARY OF THE WPIE STUDY ON PARTICIPATIVE WEB: USER-CREATED CONTENT, DSTI/ICCP/IE(2006)7/FINAL
The concept of the "participative web" is based on an Internet increasingly influenced by intelligent web services that empower the user to contribute to developing, rating, collaborating on and distributing Internet content and customising Internet applications. As the Internet is more embedded in people's lives "users" draw on new Internet applications to express themselves through "user-created content" (UCC). 
Definition, measurement and drivers of user-created content
There is no widely accepted definition of UCC, and measuring its social, cultural and economic impacts are in the early stages. In this study UCC is defined as: i) content made publicly available over the Internet, ii) which reflects a "certain amount of creative effort", and iii) which is "created outside of professional routines and practices". Based on this definition a taxonomy of UCC types and hosting platforms is presented. While the measurement of UCC is in its infancy, available data show that broadband users produce and share content at a high rate, and this is particularly high for younger age groups (e.g. 50% of Korean Internet users report having a homepage and/or a blog). Given strong network effects a small number of platforms draw large amounts of traffic, and online video sites and social networking sites are developing to be the most popular websites worldwide.
The study also identifies: technological drivers (e.g. more widespread broadband uptake, new web technologies), social drivers (e.g. demographic factors, attitudes towards privacy), economic drivers (e.g. increased commercial involvement of Internet and media firms in hosting UCC) and legal drivers (e.g. the rise of more flexible licensing schemes).
Emerging value chains and business models
Most user-created content activity is undertaken without the expectation of remuneration or profit. Motivating factors include connecting with peers, achieving a certain level of fame, notoriety or prestige, and self-expression. Defining an economic value-chain for UCC as in the other OECD digital content studies is thus more difficult.
From a creator's point of view, the traditional media publishing value chain depends on various entities selecting, developing and distributing a creator's work often at great expense. Technical and content quality is guaranteed through the choice of the traditional media "gatekeepers". Relative to the potential supply, only a few works are eventually distributed for example via television or other media.
In the UCC value chain, content is directly created and posted for or on UCC platforms using devices (e.g. digital cameras), software (video editing tools), UCC platforms and an Internet access provider. There are many active creators and a large supply of content that can engage viewers, although of potentially lower or more diverse quality. Users are also inspired by, and build on, existing works as in the traditional media chain. Users select what does and does not work, for example through recommending and rating, possibly leading to recognition of creators who would not be selected by traditional media publishers.
Most UCC sites have been start-ups or non-commercial ventures of enthusiasts, but commercial firms are now playing an increasing role in supporting, hosting, searching, aggregating, filtering and diffusing UCC. Most models are still in flux and revenue generation for content creators or commercial firms (e.g. media companies) are only now beginning. Different UCC types (e.g. blogs, video content) have different although similar approaches to monetising UCC. There are five basic models: i) voluntary contributions, ii) charging viewers for services -pay-per-item or subscription models, including bundling with existing subscriptions, iii) advertising-based models, iv) licensing of content and technology to third parties, and v) selling goods and services to the community ("monetising the audience via online sales"). These models can also remunerate creators, either by sharing revenues or by direct payments from other users.
Economic impacts of user-created content
User-created content is already an important economic phenomenon despite its originally non-commercial context. The spread of UCC and the amount of attention devoted to it by users appears to be a significant disruptive force for how content is created and consumed and for traditional content suppliers. This disruption creates opportunities and challenges for established market participants and their strategies.
The more immediate economic impacts in terms of growth, entry of new firms and employment are currently with ICT goods and services providers and newly forming UCC platforms. New digital content innovations seem to be more based on decentralised creativity, organisational innovation and new value added models, which favour new entrants, and less on traditional scale advantages and large start-up investments. Search engines, portals and aggregators are also experimenting with business models that are often based on online advertisement and marketing. On social networking sites and in virtual worlds, for example, brands increasingly create special sub-sites and new forms of advertising are emerging.
The shift to Internet-based media is only beginning to affect content publishers and broadcasters. At the outset, UCC may have been seen as competition as: i) users may create and watch UCC at the expense of traditional media, reducing advertising revenues, ii) users become more selective in their media consumption (especially younger age groups), iii) some UCC platforms host unauthorised content from media publishers. However, some traditional media organisations have shifted from creating online content to creating the facilities and frameworks for UCC creators to publish. They have also been making their websites and services more interactive through user comment and ratings and content diffusion. TV companies are also licensing content and extending on-air programmes and brands to UCC platforms.
There are also potentially growing impacts of UCC on independent or syndicated content producers. Professional photographers, graphic designers, free-lance journalists and similar professional categories providing pictures, news videos, articles or other content have started to face competition from freely provided amateur-created content.
Social impacts of user-created content
The creation of content by users is often perceived as having major social implications. The Internet as a new creative outlet has altered the economics of information production and led to the democratisation of media production and changes in the nature of communication and social relationships (sometimes referred to as the "rise -or return -of the amateurs"). Changes in the way users produce, distribute, access and re-use information, knowledge and entertainment potentially gives rise to increased user autonomy, increased participation and increased diversity. These may result in lower entry barriers, distribution costs and user costs and greater diversity of works as digital shelf space is almost limitless. UCC can provide citizens, consumers and students with information and knowledge. Educational UCC content tends to be collaborative and encourage sharing and joint production of information, ideas, opinions and knowledge, for example building on participative web technologies to improve the quality and extend the reach of education. Discussion fora and product reviews can lead to more informed user and consumer decisions (e.g. fora on health-related questions, book reviews).
The cultural impacts of this social phenomenon are also far-reaching. "Long tail" economics allows a substantial increase in availability and a more diverse array of cultural content to find niche audiences. UCC can also be seen as an open platform enriching political and societal debates, diversity of opinion, free flow of information and freedom of expression. Transparency and some "watchdog" functions may be enhanced by decentralised approaches to content creation. Citizen journalism, for instance, allows users to correct, influence or create news, potentially on similar terms as newspapers or other large entities. Furthermore, blogs, social networking sites and virtual worlds can be platforms for engaging electors, exchanging political views, provoking debate and sharing information on societal and political questions.
Challenges related to inclusion, cultural fragmentation, content quality and security and privacy have been raised. A greater divide between digitally literate users and others may occur and cultural fragmentation may take place with greater individualisation of the cultural environment. Other challenges relate to information accuracy and quality (including inappropriate or illegal content) where everybody can contribute without detailed checks and balances. Other issues relate to privacy, safety on the Internet and possibly adverse impacts of intensive Internet use.
Opportunities and challenges for users, business and policy
The rapid rise of UCC is raising new questions for users, business and policy. Policy issues are grouped under six headings: i) enhancing R&D, innovation and technology, ii) developing a competitive, non-discriminatory framework environment, iii) enhancing the infrastructure, iv) shaping business and regulatory environments, v) governments as producers and users of content, and vi) better measurement.
Apart from standard issues such as ensuring widespread broadband access and innovation, new questions emerge around whether and how governments should support UCC. The maintenance of procompetitive markets is particularly important with increased commercial activity and strong network effects and potential for lock-in. UCC is also putting existing regulatory arrangements and the separation between broadcasting and telecommunications regulations to a test. With the emergence of increasingly advertising-based business models and unsolicited e-mail and marketing messages, rules on advertising will play a particular role in the UCC environment (e.g. product placements, advertising to children).
In the regulatory environment important questions relate to intellectual property rights and UCC: how to define "fair use" and other copyright exceptions, what are the effects of copyright on new sources of creativity, and how does IPR shape the coexistence of market and non-market creation and distribution of content. In addition, there are questions concerning the copyright liability of UCC platforms hosting potentially unauthorised content and the impacts of digital rights management.
Other issues include: i) how to preserve freedom of expression made possible by UCC, ii) information and content quality/accuracy and tools to resolve these, iii) adult, inappropriate, and illegal content and self-regulatory (e.g. community standards) or technical solutions (e.g. filtering software), iv) safety on the "anonymous" Internet, v) dealing with new issues surrounding privacy and identity theft, vi) monitoring the impacts of intensive Internet use, vii) network security and spam, and vii) regulatory questions in dealing with virtual worlds (taxation, competition etc.). Finally, new statistics and indicators are urgently needed to inform policy.
